Abstract: The People's Republic of China (PRC) is back on the global agenda. In the late 1970s, the process of modernization (reform and opening up under Deng Xiaoping) brought enormous changes to the economy, society and cultural landscape. China has rapidly emerged as a major world power, despite the current global economic crisis. This article explores the changes in Chinese values caused by the expanding economic and cultural exchange processes within the country. Of specific theoretical interest is the role played by the mass media and information and communication technologies (ICT), and their bearing on modern Chinese society. Empirically, we first examine China's placement on a global map of values (based on the World Value Survey), noting recent value shifts. We then offer a comprehensive view of attitudes of Chinese managers, drawing on a quantitative study from Beijing and Shanghai, to highlight the importance of cultural differences deeply rooted in Chinese society. Finally, implications for cultural relations between West and East are discussed.
T. Herdin -W. Aschauer perspective constructs. They are fluid, constantly shifting and irregularly shaped. These set of landscapes he calls 'imagined worlds ' (1996: 296) . Mediascapes suggests the global scale of information and refers to the rise in media production and distribution. Mediascapes involve both the 'distribution of electronic capabilities to produce and disseminate information' as well 'the images of the world created by these media' (Appadurai 1996: 298f) .
Interconnectedness has increased dramatically since the turn of the millennium. China's infrastructure, once a white spot on the digital map, has developed with enormous speed. Traditional mass media, ICTs and various forms of communication (interpersonal, verbal, non-verbal, visual) have all facilitated greater cultural proximity in Eastern and Western encounters. The once insular Chinese culture -strange, unknown and unapproachable for people from the West -now seems much closer, perhaps even familiar. Media and ICTs speed up these intercultural exchanges via worldwide distributed images, virtual meeting places and interpersonal encounters, facilitating connectedness and resulting in a form of perceived intimacy.
China's rising importance in the world economy has boosted its presence in new coverage around the world. However, this does not mean that what gets disseminated is a complex and finely nuanced picture. Information is often reduced to simplified images, producing stereotypes that may lead to misunderstanding and prejudice. In the German media, for instance, simplified, stereotyped pictures of China are presented (Wobst 2007; Richter and Gebauer 2011) , and this necessarily has an impact on popular perceptions. the German public have be shown to hold negative view of China: some 69% of Germans evaluate China's influence in the world as 'mainly negative'; only 11% rated China's influence 2009 as 'mainly positive'-even lower than in 2008 (28%) and 2005 (34%) (Bersick 2010: 247f) . A recent research report (Richter and Gebauer 2011) confirms this. The study collected 8,766 reports from seven German media sources i throughout 2008. Even in the most opinioninfluential media, over half of the contributors were found to refer to China in stereotyped form, and these articles spread images and clichés already commonplace in society.
Whereas mass media distributes worldwide information and images, ICTs facilitate interpersonal contacts. The internet community communicates through bits and bytes: e-mail, VoIP, video conferencing, social media, etc., enabling people from all over the world to stay in frequent contacts, even with permanent real-time interconnectedness readily available on a cost-effective basis. In the course of merely the past five years, the number of internet users quadrupled. According to data from CINNIC (2011) the proportion of internet use rose from 103 mil (6.9% of the population) to 420 mil. (31.6%) in 2010. Even medium-sized and small enterprises rely on computers (94.8%), and 92.7% of them have Internet access. For 57.2% of these enterprises (again, according to CINNIC 2011) the Internet has become a main channel for communication and providing customer service. Despite the explosive growth of Internet use in China there are huge differences regarding the access. Amnesty International reported about violations of the freedom of expression and the suppression of dissent (Amnesty International UK 2006) . It is important to have a close focus on the current shifts regarding these issues: "The tools and methods used by the authorities to control the content and flow of information, and the emerging dynamics between Chinese Internet users, or "netizens," and censors shows that the expansion of the Internet and Web-based media is changing the rules of the game between state and society." (Xiao 2011: 47) Besides mass media and the ICTs, visual communication plays an important role in levelling out cultural differences. This can be noted in such varied forms of communication as This globalized synchronization is accelerated by personal mobility, both long-term (expatriatism) and short-term (business trips, tourism). With these exchanges comes transculturalism, which 'sketches a different picture of the relation between cultures, not one of isolation and conflict, but one of entanglement, intermixing, and commonness' (Welsch 1999: 205) .
On the other hand, several studies (e.g. Schwartz, 2006) have shown that cultural values still vary profoundly between countries. Signs and symbols as basis of communication are deeply culturally rooted. Culture plays a central role in social relations: it is 'the way the social relations of a group are structures and shaped: but it is also the way those shapes are experienced, understood and interpreted' (Clarke et al. 1976: 11) .The more the one culture differs from the other, the greater are the chances of misunderstanding. More effort is needed to implement communication, precisely because norms and values, the models of 'correct' behaviour, differ so widely. Successful communication is achieved when the participants can correctly interpret the symbols in the interaction of the interlocutor.
Deciphering the map of meaning through cultural values and norms
Culture is 'the learned set of beliefs, values, norms, and material goods shared by group members' (Thompson and Hickey 1999: 68) . Values and norms are culturally dependent, and representations of reality differ. Here Korzybski (1933: 58) has applied a geographical metaphor: 'a map is not the territory it represents, but, if correct, it has a similar structure to the territory, which accounts for its usefulness.' Objective reality is an illusion, just as a map represents the landscape by using symbolic meaning. 'The 'culture' of a group or class is the peculiar and distinctive 'way of live' of the group or class, the meanings, values and ideas embodied in institutions, in social relations, in system of beliefs, in mores and customs, in the use of objects and material life… A culture includes the "maps of meaning" which makes things intelligible to its members' (Clarke et al. 1976: 10) . Culture functions as codes of meanings which are constructed and can be conveyed and understood. This socialconstructivist view of culture sees the human being as 'suspended in webs of significance he himself has spun' (Geertz 1973: 5) . Analysing those webs of significance cannot be done by experimental science in search of laws, but requires 'an interpretative one in search of meaning' (Geertz 1973: 5) . This subjective dimension of these maps of meaning is determined by individuals who share the same values and norms: thus, a 'culture has to be studied in term of its own meaning and values ' (Giddens 1997: 24) . Values provide an important gateway for deciphering the hidden dimension of culture, because values are 'key aspects of variations in human culture. What individuals value is strongly influenced by the specific culture in which they happen to live ' (Giddens, 1997: 586) . But culture is not a fixed entity. Especially in times of globalization -as highlighted by the concept of transculturality -culture is dynamic, not static. It is an ever-changing matrix, 'a constant invitation to change, not their "systemness"' (Bauman 1999: xxix) .
Baumann's view on culture can be applied to the processes underway in China, where modernization interferes with traditions, which can lead to breaks in society: '"Culture" is as T. Herdin -W. Aschauer much about inventing as it is about preserving; about discontinuity as much as about patternbraking; about norm-following as much as about the transcendence of norm; about the unique as much as about the regular; about change as much as about monotony of reproduction; about the unexpected as much as about the predictable.' (Bauman 1999: xiv) The present study follows this dichotomy, with empirical research based on this assumption. Modernization, globalization, cultural dynamics and changing patterns of social relations are affecting the values of China's people today. The fast-paced development and increasing relevance in the world economy, with World Trade Organization membership from 2001 and the resulting opening of the country, the influx of foreign cultures through internationalization -all these necessarily have a bearing on China's society, its culture and therefore its values. As pointed out by Inglehart and Baker (2000: 50) , 'Economic development is associated with major changes in prevailing values and beliefs'. A closer look at Chinese value systems and their shifts can help us to understand what appears to be a transformation spurred by current developments in this rapidly-changing country.
Aims of the empirical research
The focus of the study is on people who have been brought up in and are living the local lifestyle, but who are also exposed to Western lifestyle influences. The specific target group are managers who work on a daily basis with people from the West, who travel frequently, dealing with business partners in international ventures and are in ongoing contact with them.
First, the value characteristics of China are presented in relation to several countries, on the basis of the World Value Survey (fourth wave [2005] [2006] [2007] [2008] . Cultural characteristics are measured with the value concept of Schwartz (originally developed 1992), which seems currently to be the leading approach to measure values. The value theory of Schwartz was operationalized in the European Social Survey, the main cross-national survey in Europe and a short scale (10 items) was also included in the most recent World Value study. This database is used to illustrate Chinese values in relation to those of other countries. Based on the individual value concept of Schwartz (1992) major value transitions over the last decades within China are measured by comparing different value studies using the Schwartz concept in Shanghai.
After this secondary analysis, which seeks to provide insights into value characteristics and value transitions in China, we present the main results of our own empirical study. We begin with the procedures followed (sampling, fieldwork, operationalization). Next, due to the explorative character of the study, we formulate broad research questions instead of highly specific hypothesis. These research questions structure the presentation of our empirical analysis. Concerning basic values, grounded in personality we deal with the following research questions:
 What values have high priority in the managerial sphere in China?  Are there differences between Beijing and Shanghai?  What socio-demographic and occupational characteristics influence the importance of basic values?
Besides the basic value approach of Schwartz also central opinions of Chinese managers regarding identity and lifestyle, the working sphere and internationalization were measured. With a dimensional approach, several exploratory factor analysis (see Fabrigar et al., 1999) were conducted to elucidate the central constructs hidden behind the scales used in the study. In summary, then, our study examines whether the above-mentioned processes and recent experiences have led to shifts in the value system of the Chinese people, resulting in fundamental changes in society. Our preliminary hypothesis would expect this to be a matter of a kind of cultural proximity that develops through visible transcultural lifestyles, but that on the whole, people's values remain deeply rooted and little altered.
Basic values of China in a cross-national and time perspective
This study uses the Schwartz Value Survey (SVS), an empirically sound concept of cultural values grounded in cross-cultural psychology, as its theoretical and empirical basis (Schwartz 1992) . The SVS takes into account the complexity of culture and is well suited for comparative research. Its value approach refers to basic values which can be seen as encompassing fundamental beliefs referring to desirable goals and inextricably linked to affect. Important here is Schwartz's claim for universality. The theory 'concerns the basic values that people in all cultures recognize' (Schwartz, 2009, p.1) . The major assumption of the Schwartz concept is that value types are arranged in a circular position. The closer two values are in either direction around the circle, the more similar are their underlying motivations, whereas values located opposite to each other represent conflicting and incompatible orientations. The first comprehensive measurement, the Schwartz Value Scale (SVS) itself, gathers 57 multiple values categorized into ten value types: power, achievement, hedonism, stimulation, self-direction, universalism, benevolence, conformity, tradition, security. These ten value types can be subsumed into four value dimensions: openness to change, self-enhancement, conservation/conservatism, self-transcendence) (see figure 1). Schwartz (1992) T. Herdin -W. Aschauer These four value dimensions form two bipolar conceptual dimensions, yielding a spectrum with successive closely-related values: the dimension of openness to change (individualistic efforts and action) vs. conservation (preservation of the existing order) and the dimension self-enhancement (pursuit of one's own success and dominance) vs. self-transcendence (acceptance of others as equal individuals). Schwartz et al. (2001) decided to develop the Portraits Value Questionnaire (PVQ) because the SVS was not considered appropriate for studies involving persons with low formal education. The new version of the PVQ (40 items) has high proven reliability and appears more suited for measuring basic values in representative samples within cultures. The designers of the European Social Survey opted for a shorter version of this scale, consisting of 21 portraits, in their survey, with the consequence that the ten value orientations are only poorly measured with at least two items, and with low reliability. The current leading role of the Schwartz concept due to extensive research based on ESS data has led to the decision to include a very short battery (every value is operationalized with only one item) of the PVQ in the fourth World Value Survey (2005) (2006) (2007) (2008) . Due to the short scale it is feasible to compare cross-nationally only the two bipolar value dimensions conservation vs. openness (6 items) and self-enhancement vs. self-transcendence (four items). The items used in the worldwide comparison based on WVS data are listed in table 1. It is important to this person to think up new ideas and be creative: to do things one´s own way.
Fig.1: Circular structure of individual values according to

Self-direction  Openness to change
Looking after the environment is important to this person: to care for nature. Universalism  Self-transcendence It is important for this person to help others: to care for their wellbeing.
Benevolence  Self-transcendence Tradition is important to this person: to adhere to the customs handed down by one´s religion or family.
Tradition  Conservation Living in secure surroundings is important to this person: to avoid anything that might by dangerous.
Security  Conservation
It is important for this person always to behave properly: to avoid anything people would say is wrong. Based on these ten items, the two value dimensions conservation vs. openness to change and self-enhancement vs. self-transcendence were constructed. To avoid scale-use differences across cultures, the values were centred around the mean rating of all value items (MRAT) (following the instructions of Schwartz, 2009 Shanghai (1988 Shanghai ( , 1995 . For this study, we decided to compare those samples with our sample of managers from Shanghai (2007)iv. Again, we followed Swartz's instructions for computing the ten value orientations and four value dimensions (Schwartz 2009 T. Herdin -W. Aschauer
Conformity  Conservation
Procedures and empirical findings of our survey
Sampling procedures and fieldwork
For our own empirical study, we decided to select a homogeneous sample of managerial personnel and to restrict our analysis to the metropolitan areas of Beijing and Shanghai, instead of attempting to achieve a representative sample all over China. The study was conducted in close cooperation with Chinese colleagues v to avoid ethnocentric research bias and to ensure a cultural-linked approach.
Based on our theoretical approach, we saw Chinese business people as driving forces of modernity, and we wanted to distinguish between generations (those who have experienced the eras of Consolidation, Cultural Revolution and Social Reform; see Egri & Ralston, 2004) , type of firm (foreign, joint venture, Chinese private, Chinese public) and managerial position (lower, middle, upper management). Therefore we decided to select our sample in China's two major cities on the basis of certain criteria as to age, gender, occupational position and type of firm, and a Chinese company was engaged to arrange the fieldwork accordingly. The study was conducted in May 2007. Table 2 shows the main sample characteristics regarding socio-demographic and occupational variables. Due to the strict quota selection procedures, several characteristics (age, gender, type of firm and career position) are highly equivalent between the two cities, but there are several differences as regards educational background. Apprenticeships and professional schools are slightly overrepresented in the Shanghai sample. Considerable differences emerge with regard to university degrees. While in Shanghai nearly 60% of the sample has achieved a basic university or master's degree, the corresponding share in Beijing is below 30%. Interestingly, reported incomes are quite similar between the two cities, with only a slight overrepresentation of higher incomes (> 7500 RMB) in Shanghai. 
Operationalization
Although the samples from the two metropolitan areas of Shanghai and Beijing can be seen as rather homogeneous, we expected different values and attitudes on three major criteria. Therefore we opted to select our sample based on theoretical assumptions.
T. Herdin -W. Aschauer
The first independent variable refers to a generation cluster. Respondents were divided into three generation categories: 'future' (20-35 years; they did not experience the Cultural Revolution), 'opening up' (36-45 years; experienced the Cultural Revolution as adolescents, as well as the 'Reform and Opening Up ') and 'cultural revolution' generation (over 45 years of age; have experienced two difficult times, the 'Cultural Revolution 'as well as the' Three Years of Natural Disasters ') (similar to the concept of Egri & Ralston, 2004 Before we turn to these secondary values, the analysis will refer to basic values of managers surveyed in Beijing and Shanghai based on the Schwartz Value Survey as well as on predictors explaining certain value orientations. Table 3 shows the operationalization of the first two research questions of our survey. We want to explore which of the ten value orientations enjoy high priority in Beijing and in Shanghai and which socio-demographic and occupational characteristics are linked with the importance of specific values. In a first step, the ten value orientations (based on the Schwartz concept, Schwartz 1992) were compared between Beijing and Shanghai using a t-test to bring out mean differences with regard to the importance of values. In a second step, four hierarchical OLS regressions (see Urban & Mayerl, 2011) were computed to compare the influence of socio-demographic and occupational characteristics on the Schwartz higher-order value dimensions.
Empirical findings
T. As regards value differences between Beijing and Shanghai, we note significant results on nearly every value orientation. Conformity and security are of higher importance to respondents in Beijing, whereas tradition is seen as slightly more relevant in Shanghai. Respondents in Beijing can be characterized by a higher social value orientation as reflected in the values of universalism and benevolence. This result is also backed up by higher achievement orientation in Shanghai, a value which is negatively correlated with universalism and benevolence. Business people in Shanghai tend toward an individualistic orientation, expressed by higher relevance accorded to self-direction and stimulation. The only values where no differences can be seen are hedonism and power: both these are basically neutral in importance to respondents in both cities.
Regarding the importance of different value orientations, the Chinese managers of our sample in Beijing and Shanghai can be characterized by high achievement orientation combined with high relevance of security values as well as self-direction. Managers working in the prosperous and booming cities of Shanghai and Beijing clearly reject the more traditional view of life. While they are positive to benevolence, universalism values are only of neutral importance to them. The influence of socio-demographic and occupational characteristics on values can explain only a surprisingly low amount of variance. While conservation and self enhancement seems to be completely independent with regard to socio-demographic and occupational characteristics, only 4% of the variance of openness values and 3,6% of the variance of self transcendence values could be explained by the predictors. In total, only the city differences remain strong enough to achieve significance. Additionally, only three predictors exert an influence on value orientations. The experience of working in a foreign country leads to a slightly lower importance of 'openness to change' values, and experiences with European bosses leads to a somewhat lower relevance of 'self-enhancement' values. Higher income tends to go together with lower interest in benevolence or universalism. Several assumptions predicting value differences with regard to generations or different styles of firms or different career positions could not be confirmed. It seems that only regional differences (Beijing vs. Shanghai) account for different value orientations in our sample.
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Note: Hierarchical OLS-Regression on four value dimensions Only significant influences (p<0,05) were shown (standardized coefficients) The second part of the empirical analysis focuses on secondary values, the attitudes towards identity formation in China, lifestyle features, working styles and internationalization. Because the design of our empirical analysis is explorative we tried to detect empirically which latent constructs are hidden behind the scales we used. We decided to use Principal component analysis (Varimax Rotation) to judge the quality of the scales. The following table provides all necessary information of our scales and our latent constructs (percentages of explained variance).
Values concerning the identity of the respondents refer on the one hand to general attitudes towards individual life in examination with society. We measured the individual and family responsibility in contrast with the commitment to society (embeddedness), the determination of life through reference groups and anxieties with regard to future developments. Here we could clearly distinguish between fears of societal changes and fears of a loss of status. The item battery referring to expenditures was more lifestyle-oriented and measures the importance of rather personal expenditures in comparison to classical leisure time expenditures. To measure attitudes towards the working environment we used classical item batteries measuring career objectives (such as like income, security of position and social climate in relation to further education and working in foreign firms). Concerning leadership it was possible to differentiate between a preference for an authoritarian leadership styles vs. a cooperative, liberal leading role. Qualifications like foreign experience, education, important contacts, foreign languages and experience in different occupational fields were all seen as important and could be summarized as one latent variable. T. Herdin -W. Aschauer T. Herdin -W. Aschauer
Regarding income, a clear distinction could be noted when viewing salaries on the basis of age and qualification or on activities, performance and output. Finally, also the working style was operationalized as one construct, in terms of preferences for a Western style of working. Attitudes towards internationalization focused on a comparison between Europe and China.
The first item battery referred to positive consequences (important business partner, new technologies, responsibility for booming cities) or negative consequences of foreign investment (e.g. exploitation, societal changes in values).
In addition, the perception of personality traits of European and Chinese people were compared. Interestingly, explorative factor analysis indicated that attitudes towards other Chinese managers could be clearly distinguished from attitudes towards Chinese people, while European people and managers were viewed in equal ways (lazy and impolite; arrogant and importunate; immoral and distant).
The final item battery concerned associations with Europe and China. Both principal component analyses showed a clear distinction between positive associations (economic power region, high quality of life, beauty of nature) and negative associations (like criminality and terrorism, bad manners).
All those indicators which were extracted through exploratory factor analysis were used as index variables (computing the mean attitudes towards items). Again, hierarchical regressions were run where socio-demographic and occupational characteristics as well as basic values were used to measure the influence on all different indicators. The analyses yielded virtually similar results: in general, we found very weak predictors vii . Because city differences accounted for most of the explained variance in nearly all analysis, we decided to compare the mean importance of the index variables with reference to the two metropolitan areas, again using t-tests for independent samples.
We start with the analysis of differences regarding attitudes towards individual life in relation to society. All indicators show that Beijing respondents esteem this value more highly than so the Shanghai respondents, attaching considerably higher importance to several attitudes independent of the constructs measured. The values of self and family determination of life are ranked higher than determination through society in Beijing as well as in Shanghai. The fear of loss of prestige is equally important as fear of societal changes in Shanghai, whereas respondents in Beijing saw societal changes as a greater threat. Expenditures on leisure-time activities were not considered as important as expenditures for the family or for further education. As to the working environment, the general conclusion of higher importance of values among the Beijing respondents remains the same. However, no significant differences could be observed concerning preferences as regards leadership or the relevance of income based on age and qualification. Otherness is no longer so strange or exotic: everything seems within personal reach, whether physical of virtual. The impression is that globalization leads to a global blend. The regional differences between the two metropolitan areas are a sign of a pluralisation of lifestyle values within china and between different social classes. This modernization process involves various components the physiological-analogue dimension (work mobility as well as tourism generates a higher degree of interpersonal contacts), the virtual-digital component (frequent virtual encounters are accelerated by omnipresent and low-cost modern information and communication technologies) and visual synchronization in a globalized world and through international exchange (transcultural lifestyles, distribution of images through mass media and cultural artefacts). From these indicators, we might expect that, through globalization, a cultural synchronization is developing -but, as this study has shown, this is only superficial and manifests itself only at the level of secondary values. Our analysis of the basic values of Chinese business people has shown that these developments have not led to a merging or synchronization with Western values: traditional Chinese values remain deeply rooted. Rather than 'hybridization', the term 'cultural surface synchronization' seems a more apt description for the situation. There are still huge differences in value systems, East and West, that are not visible because they are nested deep in the hidden dimension of culture and grounded in personality. 
